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In  1953,  we  invented 
transcontinental  service. 


American  Airlines  ^ 


Today,  we  reinvent  it 


The  legend  is  back. 


aa.  com/reinvented 


Sixty  years  ago.  an  American  Airlines  DC-7  took  to  the  skies  for 
the  first-ever  nonstop  transcontinental  service.  It  was  the  most 
luxurious  and  advanced  flight  of  its  day.  Today,  we  re  bringing 
the  legend  to  a  new  generation.  Introducing  our  new  A321 
Transcontinental  fleet.  Enjoy  refinement  and  exclusivity  more 
often  found  on  private  jets,  both  on  the  ground  and  aboard  the 
only  true  First  Class  from  coast  to  coast.  Only  on  American. 
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Take. 

Solve. 

Save. 

Smile. 

Unify. 

Introducing  Unify. 

Unifying  business  communications 
for  the  new  way  to  work. 

unify.com 

niCU  Harmonize 

Ul  1“  iZf  your  enterprise 


Formerly  Siemens  Enterprise  Communications 


Copyright  ©  Unify  GmbH  &  Co.  KG,  2014 
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"CEOs  usually  don't  want  their  CIOs  to  serve  on  outside  boards," 
says  Mahvash  Yazdi,  former  CIO  of  Edison  International. 

"You  have  to  build  a  lot  of  credibility  for  a  CEO  to  agree." 
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Closer  to  the  Customer 


Show  of  Hands 

Raise  your  hand  if  this  sounds  like  a  great  experience:  insane  amounts  of 
work,  crisis  management  on  steroids  and  a  crash  course  in  strategic  think¬ 
ing.  Do  I  still  see  hands  up?  Let’s  throw  in  some  serious  legal  liabilities  and 
confidentiality  constraints. 

And  did  I  mention  you’ll  be  keeping  your  day  job?  This  experience  takes 
place  strictly  in  your  spare  time. 

Welcome  to  your  seat  on  a  corporate  board. 

If  you’ve  ever  daydreamed  about  adding  an  external  board  seat  to  your 
executive  resume— and  what  business-minded  CIO  hasn’t?— turn  to  our 


Despite  talk  of  CIOs  losing  clout,  IBM's  sur¬ 
vey  of  1,600  CIOs  shows  that  IT  executives 

are  well-positioned  for  the  future- 

if  they  are  willing  to  step  outside  of  their 
traditional  IT  comfort  zone  and  become 

masters  of  customer  data.  "We  re  start¬ 
ing  to  see  CIOs  move  outside  of  IT,  maybe 
doing  a  stint  in  marketing,"  says  study 
director  Linda  Ban.  More  than  60  percent 
of  CIOs  intend  to  focus  more  closely  on 
improving  the  customer  experience. 
www.cio.com/article/749716 


cover  story  (“Inside  the  Boardroom,”  Page  22)  to  see  what  awaits  you.  You’ll 
find  an  amazingly  frank,  deeply  researched,  detailed  account  by  Managing 
Editor  Kim  S.  Nash,  who  interviewed  half  a  dozen  current  and  former  CIOs 
with  board  experience  beyond  their  own  companies. 

While  it’s  still  relatively  rare  for  CIOs  to  be  invited  to  become  corporate 
directors,  those  who  manage  it  say  they  gain  enough  uniquely  valuable 
business  insight  to  make  the  additional  workload  worthwhile. 

Acquiring  fresh  business  perspective  by  serving  on  boards  in  other 
industries  can  help  your  own  company  as  well.  That  happened  to  CIO 
Chris  Hjelm  of  Kroger,  who  spent  four  years  on  the  board  of  a  rehabilita¬ 
tion  services  company.  The  knowledge  he  gained  about  how  the  healthcare 
industry  operates  now  benefits  Kroger,  which  has  2,000  pharmacies  oper¬ 
ating  inside  its  supermarkets. 

“I  sit  in  a  different  world  and  experience  that  world  and  it  turns  a  light- 
bulb  on,”  Hjelm  explains. 

Advising  companies  on  business-model  transitions  in  other  industries 
can  spur  CIOs  to  move  more  decisively  in  their  own.  Board  service  teaches 
executives  how  to  wield  influence  and  advise  others  without  micromanaging. 

Being  an  active  participant  in  sensitive  boardroom  discussions— which 
may  take  place  outside  the  CEO’s  presence— exposes  CIOs  to  a  level  of  stra¬ 
tegic  conversation  they  would  never  hear  otherwise. 

“Being  on  a  board  is  like  experiencing  best  practices  every  day,”  says 
Linda  Goodspeed,  a  veteran  member  of  several  boards  and  former  CIO  at 
ServiceMaster,  Nissan  and  Lennox  International.  “You  talk  about  sales  and 
growth  and  what  worked  and  what  happened.” 

Raise  your  hand  if  this  sounds  like  a  great  experience. 
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Healthcare  IT  Imperatives 

Hospitals  and  other  healthcare  providers 
face  an  unsettling  reality,  according  to 
a  Forrester  Research  report:  Embrace  the 
cloud,  big  data,  mobile  and  other  emerging 
technology  or  get  acquired  by  a  health¬ 
care  organization  that's  successfully  been 
there  and  done  that.  To  improve  patient 
care,  the  healthcare  industry  will  need  to 
match  the  financial  services  industry 
in  its  excellent  use  of  data,  says  analyst 
Skip  Snow,  www.cio.com/article/750183 

Moneyball,  Part  Deux 

Data  analytics  will  be  a  game-changer  for 
fans,  players,  coaches,  officials  and  front- 
office  personnel,  according  to  speakers  at 

the  MIT  Sloan  Sports  Analytics  Confer¬ 
ence.  In  baseball,  Sportvision's  Pitchf/x 
technology  has  been  installed  in  30 
major-league  stadiums  to  track  pitches 
during  games,  and  BrooksBaseball.net 
provides  an  advanced  dashboard  of  game 
stats  for  fans.  Data  analytics  can  also  help 
coaches  make  better  decisions.  The 
Adidas  miCoach  system  uses  sensors  on 
players'  jerseys  to  show  the  coach  who  the 
fastest  performers  are  and  who  needs 


rest,  www.cio.com/article/749650 


Compiled  by  Executive  Editor  Mitch  Betts. 
To  comment  on  a  story  in  this  issue,  go  to 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


\ajww. cio.com/issue/Z0140501  or  write 
to  ietters@cio.com. 
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v  RITIG  NETWORKS 

Intelligent  Visual  Communications,  Delivered. 

RMG  NETWORKS  is  the  global 
leader  in  digital  signage 


Advertising  Networks 


Enterprise  Solutions 


RMG  NETWORKS  revolutionizes  the  visualization  of  data,  business  intelligence,  and  video 
advertising  by  helping  brands  and  organizations  communicate  more  effectively  using 
location-based  video  networks.  RMG  connects  brands  with  target  audiences  using  video 
advertising  networks  comprised  of  over  200,000  display  screens  reaching  over  100 
million  consumers  each  month.  The  company  also  builds  enterprise  video  networks  that 
empower  organizations  to  visualize  critical  data  to  efficiently  their  business.  Join  20%  of 
the  Fortune  100  that  look  up  to  the  leader  in  digital  signage. 

Contact  us  today  for  a  custom  business  proposal. 

General  Information:  1-800-822-9666  Sales:  1-872-796-6634  info@rmgnetworks.com 


©  2014  RMG  Networks,  Inc. 


www.RM6Networks.com 
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Leadership  Legacy 

Leadership  and  culture  are  two  words  I  hear  often  when  I  talk  with  CIOs. 
But  it’s  a  bit  like  the  chicken-and-egg  question:  Which  came  first?  Which 
one  fostered  the  other? 

Does  a  great  leader  create  a  culture  that  people  want  to  be  a  part  of,  or  is  it 
the  culture  that  develops  great  leaders?  That  might  make  an  interesting  late- 
night  discussion  over  a  few  beers,  but  I  suspect  it’s  probably  a  bit  of  both. 
A  dynamic  leader  will  create  a  culture  that  draws  in  high-quality  people, 
and  over  time,  that  culture  becomes  a  breeding  ground  for  future  leaders. 

One  of  the  better  talks  I’ve  heard  lately  on  this  topic  was  by  Wayne 
Shurts,  EVP  and  CTO  at  Sysco,  during  our  CIO  Perspectives  Atlanta  event 
in  early  March.  Shurts  is  striving  to  make  Sysco’s  IT  group  a  cool  place  to 
work  in  the  talent-hungry  Houston  market.  As  the  IT  chief  of  a  Fortune  500 
food-distribution  company,  he’s  up  against  some  stiff  competition  from  big 
energy  companies  with  their  cutting-edge  technologies  and  higher  IT  pay. 

But  this  CTO  doesn’t  buy  the  notion  that  bigger  means  better.  He  believes 
that  leadership  can  transform  Sysco  IT  into  a  culture  that  attracts  top  local 
talent.  “We  stay  close,  so  we  know  what  the  business  needs,  but  it’s  really 
about  becoming  proactive,”  he  said.  “We’re  going  in  with  ideas  for  stuff  [that 
our  business  colleagues]  haven’t  even  talked  about  yet.  We’re  constantly 
challenging  ourselves.” 

When  I  think  of  the  traits  that  make  the  best  leaders,  I  think  of  humil¬ 
ity,  character,  humor,  honesty,  passion  and  communication,  to  name  just  a 
few.  And  then  I  think  of  IDG’s  founder  and  Chairman  Patrick  J.  McGovern, 
whose  death  on  March  19  deprives  the  international  business  world  of  one 
of  its  great  pioneers  and  leaders.  (IDG  is  CIO’s  parent  company.) 

I  worked  for  a  competitor  for  7  years  before  joining  IDG,  and  like  every¬ 
one  in  tech  publishing,  I  respected  and  admired  Mr.  McGovern.  Once  I 
joined  his  company  in  2007, 1  saw  why  the  IDG  culture  was  so  highly 
regarded,  and  why  there  are  so  many  20-  and  30-year  veterans  among  the 
newcomers  like  myself. 

The  man  affectionately  called  “Uncle  Pat”  by  his  employees  established 
a  culture  and  a  set  of  leadership  values  50  years  ago  that  have  endured  to 
this  day.  In  this  case,  I’d  say  the  leadership  fostered  the  culture,  but  now 
the  two  are  completely  intertwined.  That’s  exactly  the  kind  of  legacy  every 
leader  should  aspire  to  leave  behind. 


Adam  Dennison,  SVP  &  Publisher 

adennison@cio.com 
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Manufacturing  is  changing  at  record  speed.  To  keep  up,  nearly  400  forward-thinking  companies  run 
their  manufacturing  operations  with  the  Plex  Manufacturing  Cloud.  Unlike  on-premise  systems,  Plex 
continuously  improves  to  address  current  and  future  challenges.  It’s  always  flexible,  always  current, 


A  manufacturing  cloud  that  helps 
you  improve  every  tiny  detail. 

It’s  what’s  next. 


and  the  best  way  for  a  manufacturer  to  be  ready  for  what’s  to  come.  PLEX.COM 


THE  MANUFACTURING  CLOUD 
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Photo  Finishes  the  Sale 


Lord  &  Taylor  customers  use  smartphones  to  scan  and  buy  items 
pictured  in  print  ads,  without  visiting  the  site  by  m  ary  k.  pratt 

Retailer  Lord  &  Taylor  hopes  to  increase  customer  engagement  as  well  as  sales  by  connecting 
mobile  shopping  with  old-fashioned  print  advertising. 

Lord  &  Taylor’s  parent  company,  Hudson’s  Bay  Co.  (HBC),  deployed  a  mobile  app  in  January 
that  allows  customers  to  scan  print  pictures  with  their  mobile  phones  and  then  buy  the  items 
immediately,  without  having  to  visit  a  Lord  &  Taylor  website. 

Ryan  Craver,  senior  VP  of  corporate  strategy  at  HBC,  says  the  ability  to  engage  customers 
who  are  interested  in  what  they  see  in  ads  is  imperative  in  this  digital  age.  The  mobile  purchas¬ 
ing  capability  lets  customers  follow  through  instantly  when  they  see  something  intriguing  while 
paging  through  the  newspaper  or  an  ad  circular.  Ordinarily,  customers  may  put  off  purchasing 
the  item  until  they  are  in  front  of  a  computer  or  in  a  store— increasing  the  risk  that  a  retailer  will 
lose  a  sale,  Craver  says.  ►  ►  ► 


m  r  1 1  ii 


. 17%  IT  organizations  that  say  they  do  not  have  any  governance 

policy  covering  employee  use  of  consumer  technologies.  IDG  Enterprise  ••••••••••••< 
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The  cloud  that 
helps  win  the  race. 

The  winning  edge  can  boil  down  to  nanoseconds.  Data  can  be  as 
important  as  the  driver.  Powered  by  Microsoft  Dynamics,  Azure  and 
Office  365,  Lotus  FI  Team  analyzes  and  shares  data  from  over  two 
hundred  sensors  that  measure  everything  from  engine  fatigue  to 
torque  and  vibration.  Working  in  sync  with  the  right  information, 
the  team  from  the  factory  to  the  garage  to  the  track  can  make  the 
calls  that  make  the  difference  between  winning  and  losing. 


This  cloud  gives  teams  an  edge.  This  is  the  Microsoft  Cloud. 


Social 


Microsoft  Cloud 


learn  more  at  microsoftcloud.com 


grow 


►  ►  Mobile  Shopping  Continued  from  Page  8 


About  40  percent  of  the  people  who 
downloaded  the  app  scanned  an  item  in  a 
print  ad  right  away,  Craver  says.  On  average, 
customers  scan  seven  products  every  time 
they  use  the  application.  He  expects  the  app, 
from  mobile  commerce  vendor  Pounce,  to 
help  convert  print  material  into  actual  sales. 

To  enable  the  process,  HBC  provides 
Pounce  with  product  materials  slated  for 
print  ads  a  week  or  two  in  advance.  Pounce 
then  ties  image-recognition  technology  to  the 
store’s  mobile  site,  which  provides  product 
information,  such  as  available  colors,  price, 
sizes,  ship  time  and,  if  available,  more  photos. 


Cybersecurity 


Cybersecurity 


Cybersecurity  Jobs:  Hot,  Hot,  Hot 

The  market  for  cybersecurity  jobs  is  large  and  growing, 
while  the  demand  for  talent  outstrips  the  supply 

Growth  in  job  postings  (2007-2013) 


Average  time  to  fill  job  posting  (2013) 

ilQHBHBHii  36  days 


SOURCE:  BURNING  GLASS  TECHNOLOGIES'  DATABASE  OF  ONLINE  JOB  POSTINGS,  MARCH  2014 


Getting  to  Frictionless 

Craver  says  partnering  with  Pounce  is  another  step  toward 
omnichannel  retail,  which  brings  together  every  possible  con¬ 
sumer  touch  point  from  in-store  shopping  to  online  purchasing. 

He  hopes  the  technology  may  someday  allow  a  consumer 
to  use  a  smartphone  to  scan  a 
product  pictured  on  a  sign,  dis¬ 
played  on  a  mannequin  or  hang¬ 
ing  on  a  store  rack  and  then  read 
about  or  order  it  right  then  and 
there.  “It’s  about  making  every¬ 
thing  in  the  store  shoppable  off 
someone’s  mobile  phone,”  he 
says.  “If  I  have  a  product  that 
we  don’t  have  in  a  particular  size, 

[the  customer]  can  order  it  using 
a  mobile  phone.” 

Forrester  Research  analyst 
Julie  Ask  says  HBC  is  on  the  right  track.  “We  know  with  the 
mobile  phone,  to  get  someone  to  look  through  a  website  is  hard. 
This  is  one  thing  that  can  remove  a  little  bit  of  that  friction.” 

However,  she  says,  retailers  can  take  this  technology  only 
so  far  right  now.  Image-recognition  technology  works  when 
a  specific  item  is  already  cataloged  for  identification.  But  it’s 
not  yet  capable  of  taking  any  image  scanned  by  a  consumer— a 
yellow  dress,  for  example— recognizing  it  and  then  displaying 
where  to  buy  it.  And  it  can’t  yet  pinpoint  which  stores  near  the 
curious  consumer  have  the  desired  item  in  stock.  “That  has  to 
come  together  before  powerful  stuff  starts  to  happen,”  Ask  says. 


every  ming  m 
the  store  [may 
be]  shoppable 
off  someone's 
mobile  phone." 

-Ryan  Craver,  senior  VP  of 
corporate  strategy, 
Hudson's  Bay  Co. 


Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 


Ultrasonic 
Tablet  Gets 
Touchy-Feely 

Fujitsu  has  developed  a  prototype  tablet  that 
lets  users  feel  realistic  textures  of  images 
displayed  on  the  screen.  Uses  might  include 
electronic  catalogs  that  would  allow  shoppers 
to  feel  the  texture  of  products  for  sale. 

The  10.1-inch  haptic  tablet  is  the  first  of 
its  kind  to  use  ultrasonic  vibrations  to  create 
tactile  sensations,  the  company  says.  The 
technology  can  convey  a  feeling  of  slipperi¬ 
ness  or  roughness  to  accompany  images  such 
as  a  wet  surface  or  the  skin  of  an  alligator. 

Other  companies  have  created  prototypes 
of  tactile  tablets  using  screen  vibrations  or 
static  electricity,  but  Fujitsu  Laboratories' 
version  uses  ultrasound  to  change  the  fric¬ 
tion  between  the  touchscreen  and  the  user's 
finger.  To  create  a  slippery  effect,  the  tablet 
generates  a  high-pressure  air  layer  just  above 
the  screen.  That  reduces  friction  and  creates 
the  illusion  of  slipperiness.  To  create  a  bumpy 
or  rough  effect,  the  device  generates  high- 
and  low-friction  zones. 

Fujitsu  plans  to  continue  research  on  the 
tablet,  with  an  eye  toward  commercializing  it 
in  the  company's  fiscal  year  2015. 

-Tim  Hornyak 
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. *  •  •  •  30%  Organizations  that  it  is  predicted  will  be  using  biometric 

authentication  on  mobile  devices  by  2016,  up  from  5%  today.  Gartner . .  •  • 
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ILLUSTRATION  BY  THNKSTOCK 


Hitachi  Unified  Compute  Platform  (UCP), 

powered  by  Intel®  Xeon®  processors,  is  the  most  advanced 
portfolio  of  converged  solutions  available  for  IT  and  cloud 
infrastructure.  In  a  single  platform  —  with  integrated  storage, 
server,  network  and  software  —  it  provides  industry-leading 
automation,  the  best  price-to-performance  ratio  and 
unbeatable  reliability. 

See  how  it  all  comes  together.  Read  FREE  analyst  papers, 
case  studies  and  more  at  HDS.com/go/converge 


»>  INNOVATE 

WITH  INFORMATION™ 

©  Hitachi  Data  Systems  Corporation  2014.  All  rights  reserved.  HITACHI  is  a  trademark  or 
registered  trademark  of  Hitachi,  Ltd.  Innovate  With  Information  is  a  trademark  or  registered 
trademark  of  Hitachi  Data  Systems  Corporation.  Intel  and  Xeon  are  trademarks  of  Intel 
Corporation  in  the  U.S.  and/or  other  countries.  All  other  trademarks,  service  marks,  and 
company  names  are  properties  of  their  respective  owners. 
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HR  Gets  an  Early  Warning  System 

BY  STEPHANIE  OVERBY 


THE  PROJECT  ::  Deploy  predictive  analytics  internally 
at  ADP  to  improve  human  resource  decision-making, 
identify  future  talent  gaps  and  reduce  attrition. 

THE  BUSINESS  CASE  ::  As  the  largest  payroll  services 
provider  in  the  world,  with  $11.3  billion  in  revenue,  ADP 
was  sitting  on  a  gold  mine  of  employee  information— data 
on  33  million  workers,  to  be  exact.  As  a  provider  of  ben¬ 
efits  administration,  time-and-attendance  tracking,  and 
other  HR-management  services,  “we  have  a  broad  swath 
of  human  capital  management  information,”  says  Mike 
Capone,  ADP’s  senior  vice  president  and  CIO.  “We  asked 
how  we  could  leverage  that  in  a  way  that  no  one  else  could.” 

With  the  post-recession  war  for  talent  heating  up— not 
only  within  ADP’s  four  walls  but  also  among  its  620,000 
clients— and  the  emergence  of  increasingly  sophisticated 
tools  for  parsing  unstructured  data,  the  time  was  right  to 
explore  predictive  analytics  for  HR.  “Unemployment  num¬ 
bers  may  be  high,”  Capone  says,  “but  the  reality  is  that  the 
really  great  people  are  hard  to  find.” 

FIRST  STEPS  ::  ADP  had  been  performing  rearview- 
mirror  analytics  for  years,  but  in  2012  it  began  the  shift 
from  “here’s  the  information  in  a  nice,  pretty  dashboard”  to 
exploring  what-if  scenarios,  says  Capone.  ADP’s  own  HR 
professionals  wanted  information  to  help  it  tackle  issues 
related  to  talent  retention  and  an  aging  workforce. 

The  company  created  two  tools:  First,  a  retention  risk 
indicator,  which  analyzed  activity  like  increased  absen¬ 
teeism  and  exercising  stock  options  to  identify  high- 
performance  employees  who  might  be  leaving.  Second,  a 
demographic  visualizer  that  predicted  what  the  company’s 
workforce  might  look  like  in  five  years.  IT  built  the  tools 
internally,  based  on  IBM  Cognos  software,  working  hand- 
in-hand  with  HR  to  validate  data  and  test  the  tools. 


The  biggest  challenge  for  the  60-year-old  company 
was  data  cleanliness.  “We’ve  built  this  data  up  over  a  long 
period  of  time,”  Capone  explains.  “The  transactional  data 
was  intended  to  produce  a  certain  outcome,  and  it  wasn’t 
always  consistent.  We  spent  a  lot  of  time— more  than  we 
anticipated— on  mapping  and  transformation.  It  was  pain¬ 
ful  but  necessary.” 

WHAT  THEY  DISCOVERED  ::  HR  had  sensed  that  there 
was  a  looming  retirement  problem,  and  predictive  ana¬ 
lytics  confirmed  it.  "We  hadn't  quite  anticipated  how 
extreme  it  would  be  when  the  stock  market  came  back 
and  employees'  401(k)s  started  looking  better,"  Capone 
says.  "We  were  able  to  analyze  that  to  quickly  set  up 
some  training  programs  to  get  the  next  generation  of 
workers  up  to  speed." 

The  system  pinpointed  certain  skills  ADP  was  likely  to 
lose,  like  mainframe  support,  which  is  critical  to  its  tax 
services  business.  HR  was  able  to  focus  on  entry-level 
workers  who  might  view  mainframe  work  as  a  foot  in 
the  door  at  the  company,  and  consider  offshore  workers 
who  could  perform  those  tasks. 

The  retention  risk  indicator  served  as  an  early  warn¬ 
ing  system  for  managers  who  might  not  have  realized 
that  a  key  employee  was  likely  to  leave.  They  got  alerted 
when  an  employee  hit  a  certain  threshold  of  activity  and 
were  able  to  have  conversations  with  those  employees 
about  what  might  make  them  stay-for  example,  more 
competitive  compensation  and  benefits. 

"Most  turned  out  to  have  been  already  looking  around," 
Capone  says.  "These  are  people  we  would  have  hated 
to  have  lost."  One  such  critical  employee  that  ADP  was 
able  to  retain:  a  data  scientist. 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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. * . 63%  CEOs  who  involve  the  CMO  in  formulating  overall  business 

strategy,  second  only  to  the  CFO  (72%).  IBM  institute  for  Business  Value  •  . •••••••••• 
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MORE  THAN  A  NETWORK. 


CenturyLink  is  an  advanced  technology  solutions  provider. 


It's  more  than  a  network  and  the  cloud.  It's  reliable  uptime, 
multi-layered  security  and  how  you  stay  connected  to  each 
other  and  to  your  customers.  With  an  industry-leading 
broadband  network  and  cloud  and  hosting  services,  you  get 
CenturyLink's  advanced  technology  solutions  -  all  with 
dedicated,  responsive  support. 


centurylink.com/link 

Data  •  Voice  •  Cloud  •  Managed  Services 


CenturyLink* 
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Your  link  to  what's  next™ 
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Spring  Cleaning  With  an  IT  Spin 

Here's  how  to  reduce  the  clutter  in  your  IT  operation  and  ensure  that  simplicity 
becomes  part  of  your  corporate  culture  by  Madeline  weiss  and  june  drewry 


Successful  CIOs  seek  to  hide  complexity  by 
creating  easy-to-use  systems  and  interfaces. 
There’s  a  lot  to  hide.  Acquisitions  and  merg¬ 
ers  bring  additional  systems  and  processes. 
New  technologies  must  mesh  with  existing 
ones.  Business  partnerships  must  be 
embraced.  New  products  and  services 
must  be  supported. 

Not  all  complexity  is  bad,  though. 

For  example,  companies  are  moving 
away  from  relatively  simple,  contrac¬ 
tual  relationships  with  external  business 
partners  and  toward  more  complex  rela¬ 
tionships  that  are  full  of  collaboration, 
knowledge-sharing  and  innovation,  said 
Arun  Rai,  a  professor  at  Georgia  State 
University,  at  a  recent  meeting  of  the 
Society  for  Information  Management’s 
Advanced  Practices  Council. 

But  beyond  a  certain  point,  more  complexity  reduces 
profits,  even  when  revenues  increase,  says  Michael  Wade, 
a  professor  at  IMD  business  school  in  Switzerland. 

Sometimes  the  CIO  is  the  source  of  the  complexity. 
Wade  illustrated  with  an  example:  Jim  Barrington,  CIO 
at  Novartis,  took  on  a  problem  that  seemed  unsolvable. 
In  many  African  countries,  huge  supply-chain  problems 
made  it  impossible  to  get  malaria  medicines  to  patients  in 
time.  The  overall  supply  of  medicine  was  sufficient,  but 
local  facilities  often  ran  out.  Wade  asked  council  members 
to  brainstorm  solutions.  The  room  was  full  of  high-achiev¬ 
ing  CIOs,  so  the  results  were  novel,  clever— and  complex. 
Solutions  involved  local  stores,  schools  and  delivery  trucks. 

Wade  then  described  Barrington’s  actual— and  exqui¬ 
sitely  simple— solution:  Provide  each  local  public-health 
facility  with  a  smartphone  loaded  with  a  basic  app.  In 
response  to  a  text  message  every  Thursday,  a  worker  enters 
the  stock  level  of  the  antimalarial  drug.  On  Monday,  the 
system  sends  information  about  stock  levels  to  the  district 
manager,  who  can  then  order  or  redistribute  medicine 
among  sites  accordingly.  Within  six  months,  drug  short¬ 


ages  were  reduced  dramatically  in  three  districts. 

Wade  used  the  acronym  SPRING,  as  in  spring  cleaning, 
to  help  others  remember  the  following  lessons  from  his 
research  on  getting  simple  and  staying  simple. 

Standardize.  Ensure  that  processes  and  systems 
are  standardized  to  the  greatest  extent 
possible. 

Prioritize.  Decide  what  to  keep, 
what  to  standardize  and  what  to  drop. 
Use  metrics— such  as  profitability  per 
SKU,  IT  system,  customer,  employee 
or  location— to  uncover  sources  of 
complexity. 

Rationalize.  Choose  a  few  pro¬ 
cesses  and  systems  to  become  the 
global  standard,  allow  some  exceptions, 
and  eliminate  or  outsource  most  oth¬ 
ers.  Don’t  pay  attention  to  excuses  like, 
“This  system  (or  product,  service,  process  or  customer)  is 
strategically  important,”  and,  “It’s  a  cost  of  doing  business; 
we  need  to  have  it,”  and  ignore  unspoken  messages  such 
as,  “I  may  lose  my  job  if  you  get  rid  of  this.” 

Institutionalize.  Ensure  that  simplicity  becomes 
embedded  in  the  corporate  culture. 

Navigate.  Develop  simple  rules  to  guide  action.  For 
example,  the  Miramax  studio  has  four  simple  criteria  for 
making  a  film:  It  is  based  on  a  human  condition;  the  main 
character  is  appealing  but  flawed;  there’s  a  strong  story  line 
with  a  beginning,  middle  and  end;  and  there’s  a  firm  cap  on 
production  costs.  Everything  else  is  flexible. 

Govern.  Ensure  that  there’s  a  structure  in  place  to 
maintain  simplicity  over  time.  The  CEO  of  one  global  com¬ 
pany  required  anyone  creating  a  new  SKU  to  delete  an  old 
one.  Very  simple  and  very  effective. 

As  a  CIO,  you  are  in  a  great  position  to  adopt  that  for¬ 
mula  and  take  a  leadership  role  in  simplification. 


Madeline  Weiss  is  director  of  the  Society  for  Information  Man¬ 
agement's  Advanced  Practices  Council  (APC).  June  Drewry  is 
former  CIO  of  Chubb  and  an  adviser  to  the  APC. 


Beyond  a  certain 
point,  more 
complexity 
reduces  profits, 
even  when 
revenues  increase 
says  researcher 
Michael  Wade. 
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WORKERS  LOSE  UP  TO  70  HOURS 
A  YEAR  WAITING  TO  BOOT  AND 
LOAD  APPLICATIONS. 
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Stop  stalling  and  get  storage 
that  really  drives. 


Hard  disks  aren’t  just  slowing  down  computers— they’re  slowing  productivity  and  giving 
rise  to  frustration.  That’s  why  for  25  years,  SanDisk  has  been  expanding  the  possibilities 
of  storage.  The  result  is  more  than  leading-edge  storage.  It’s  faster  computers  and 
better  use  of  time,  even  in  the  most  challenging  environments.  sandisk.com/clientSSD 


Source  SanDisk  market  research,  September  2013  ■  SanDisk  Corporation  2014 
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leadership  and 
operational  excellence 


Building  Customer  Ties 

GAF  trains  its  IT  staffers  in  people  skills  and  sends  them  to 
the  field  to  collaborate  with  clients  by  mary  brandel 

It's  pretty  standard  these  days  for  companies  to  place  their  technology  on  the  front  lines  as  they 
battle  for  position  in  the  knowledge  economy.  What’s  not  so  common  is  for  a  decidedly  traditional 
business  like  GAF,  which  is  North  America’s  largest  manufacturer  of  roofing  materials,  to  use  not 
just  IT  but  also  technology  talent  for  competitive  differentiation. 

For  more  than  a  year,  GAF  technology  professionals  have  joined  CIO  Adam  Noble  in  two-  and 
three-day  collaborative  brainstorming  sessions  with  customers— roofing  distributors  and  contrac¬ 
tors.  The  idea  stems  from  Noble’s  own  annual  meetings  with  business  leaders  from  GAF’s  largest 
customers  to  discuss  strategic  IT,  industry  trends,  business  goals  and  ideas  for  making  it  easier 
to  do  business  with  the  $3  billion  company.  The  meetings  “foster  collaboration,  communication 
and  shared  success,”  Noble  says.  “If  they  want  to  do  something  in  an  area  like  security  or  ►  ► 
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ILLUSTRATION  BY  LISA  ADAMS 


WHAT  HAPPENS  WHEN 


®The  sky's  the  limit  for  young  entrepreneurs  in 
Michigan.  Growing  local  start-ups  with  affordable 
talent.  Giving  recent  college  grads  a  foot  in  the  door  with 
companies  just  starting  out.  That's  the  mission  of  the  Adams 
Entrepreneurship  Fellowship,  an  enterprise  serviced  by 
Automation  Alley,  Michigan's  largest  technology  business 
association.  The  goal  is  to  play  a  role  in  molding  the  next 
generation  of  leaders  and  to  reinvigorate  the  state's  economy. 
Combined  with  ongoing  support  from  the  state,  there's  just 
no  telling  how  high  talent  might  soar  in  Pure  Michigan. 


1.888.565.0052 

michiganbusiness.org/CIO 
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►  ►  Soft  skills  Continued  from  Page  16 


mobile,  we  can  provide  a  point  of  reference  or  insight 
they  may  not  have.” 

Not  only  is  GAF  offering  a  service  that’s  atypical 
for  a  roofing  company,  lifting  itself  above  the  status  of 
a  simple  commodity  product  provider,  it’s  also  closing 
a  well-known  skills  gap.  In  a  2013  survey  by  Adecco 
Staffing  U.S.,  44  percent  of  500  senior  executives  said 
the  biggest  skills  gap  they  faced  was  the  soft-skills  com¬ 
bination  of  communication,  critical  thinking,  creativity 
and  collaboration,  which  was  a  far  bigger  concern  than 
technical  skills  (22  percent),  leadership  (14  percent)  and 
computer  skills  (12  percent). 

Connecting  IT  staff  and  customers  requires  both 
formal  and  informal  training  in  what  Noble  identifies 
as  10  core  skills.  These  include  communicating  effec¬ 
tively  and  calibrating  the  granularity  of  presentations 
to  the  intended  audience.  Developing  these  skills  is  now 
included  in  IT  employee  performance  goals. 

So  far,  only  senior  and  mid-level  IT  professionals 
have  participated  in  these  client  brainstorming  sessions, 
at  which  Noble  acts  as  facilitator,  and  about  10  percent 
of  the  staff  has  attended  a  meeting  so  far.  But  Noble  ulti¬ 
mately  wants  to  include  anyone  who  is  ready  and  willing, 
which  is  why  he  initiated  a  formal  training  program  for 
managers  and  informal  training  for  all  IT  staff  members, 
even  people  who  may  never  meet  a  customer. 

“I  want  to  get  to  the  point  where  there  isn’t  anyone  in 
the  organization  who,  if  I  tapped  them  on  the  shoulder, 
they  couldn’t  go  do  this,”  Noble  says. 

Dan  Roberts,  president  and  CEO  of  Ouellette  and 
Associates  Consulting,  agrees  that  business  and  commu¬ 
nications  skills  are  important  for  all  IT  roles,  “whether 
you  aspire  to  management  or  wish  to  be  the  most  effec¬ 
tive  individual  contributor  you  can  be.”  Ideally,  he 
says,  companies  should  give  IT  professionals  the  tools 
they  need  to  independently  navigate  their  professional 
growth  and  hold  them  accountable  for  these  skills. 

For  GAF,  involving  IT  in  customer  meetings  is  now 
a  key  talent-management  tool  and  an  aid  to  employee 
engagement.  Noble  says.  That’s  important  in  today’s 
tight  market  for  tech  talent,  particularly  for  manufac¬ 
turers,  which  rank  among  the  bottom  three  industries 
in  terms  of  employee  engagement,  according  to  a  2013 
study  by  consultancy  Quantum  Workplace. 

“They’re  hearing  directly  from  the  customer  on  goals 
they  want  to  pursue,  and  they’re  able  to  help  drive  initia¬ 
tives  that  make  it  easier  to  do  business  with  GAF,”  Noble 
says.  “They’re  doing  what  they  love  to  do— working  in 
technology— and  they’re  able  to  do  something  that  really 
impacts  both  our  and  the  customer’s  business.” 


Mary  Brandel  is  a  freelance  writer  based  in  Massachusetts. 
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►  CYBERSECURITY  INSURANCE 


IIT'S  A  RISK-MANAGEMENT  STRATEGY.  Cyberse¬ 
curity  insurance  transfers  some  of  the  financial  risk  of 
a  security  breach  to  the  insurer.  First-party  insurance 
typically  covers  damage  to  digital  assets,  business 
interruptions  and,  sometimes,  reputational  harm.  Third- 
party  insurance  covers  liability  and  the  costs  of  forensic 
investigations,  customer  notification,  credit  monitoring, 
public  relations,  legal  defense,  compensation  and  regulatory 
fines.  Cyberthreats  are  so  broad  that  the  cost  of  protecting 
against  them  all  would  be  prohibitive.  The  best  approach  is  to 
identify  and  secure  the  company's  digital  crown  jewels,  then 
quantify  and  insure  the  remaining  risk,  says  Daljitt  Barn, 
director  of  cybersecurity  at  PricewaterhouseCoopers. 


2  AMERICAN  AND  EUROPEAN  MARKETS  DIFFER. 

The  cybersecurity  insurance  market  is  more  mature 
in  the  U.S.  than  in  the  E.U.,  primarily  because  of  U.S. 
states'  mandatory  data-breach-notification  laws. 
Third-party  insurance  is  more  common  in  the  U.S.,  and  first- 
party  is  more  popular  in  Europe,  but  that  may  change  if  the 
E.U.  starts  requiring  breach  notifications.  Barn  says.  The  U.S. 
market  is  growing  about  30  percent  per  year,  says  Richard 
Betterley,  president  of  Betterley  Risk  Consultants.  Some  sur¬ 
veys  estimate  that  30  percent  of  large  U.S.  companies  have 
cybersecurity  insurance,  but  among  companies  of  all  sizes, 
Betterley  says,  the  number  is  probably  under  10  percent. 


3  CLEAR  WORDING  IS  ESSENTIAL.  Before  you  buy, 
investigate  what  risks  are  covered  by  existing  insur¬ 
ance  packages,  because  there  may  be  overlaps  with 
a  cyber  insurance  policy.  "Make  sure  the  cyber  policy 
wording  covers  your  true  cyber  exposure,"  Barn  says.  "Chal¬ 
lenge  your  corporate  insurance  broker  to  find  a  policy  that 
provides  a  multifaceted  response,  including  legal,  PR,  notifi¬ 
cation,  forensics  and  cyber  incident  response." 


4 COVERAGE  IS  INADEQUATE  IN  SOME  AREAS. 

Cybersecurity  insurance  doesn't  do  a  good  job  of  cov¬ 
ering  intellectual  property  theft  or  the  reputational 
damage  and  business  downturn  that  can  be  caused 
by  a  security  breach,  Betterley  says.  Meanwhile,  the  industry 
is  debating  whether  state-sponsored  cyberattacks,  to  the 
extent  they  can  be  identified  as  such,  are  covered  by  cyber¬ 
security  insurance  policies. 


5 THERE'S  ROOM  FOR  IMPROVEMENT.  Ideally  cyber- 
security  insurance  should  encourage  companies  to 
improve  security  so  they  can  negotiate  lower  premi¬ 
ums.  However,  insurers  don't  have  enough  actuarial 
data  to  adjust  premiums  based  on  what  security  controls 
and  products  are  most  effective,  says  Andrew  Braunberg, 
research  director  at  NSS  Labs.  -Lucian  Constantin 
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THE  CATCH 

Samsung’s  smartphones  and  tab¬ 
lets— popular  in  the  consumer  mar¬ 
ket— are  slipping  into  enterprises 
through  bring-your-own-device 
(BYOD)  programs.  But  becoming 
a  major  enterprise  player  will  be  a 
long  journey  for  the  Korean  consumer 
electronics  giant. 

Studies  show  that  Samsung  is  the 
leading  maker  of  Android  devices 
used  in  the  enterprise,  but  Android 
devices  are  still  far  outnumbered  by 
Apple  iOS  products  in  the  workplace. 

Samsung’s  enterprise  push  has 
been  most  successful  when  people 
are  allowed  to  choose  their  own 
smartphone  for  work,  rather  than 
when  enterprises  buy  smartphones 
or  tablets  for  their  employees,  says 
ABI  Research  analyst  Jason  McNicol. 

Corporate  IT  buyers  are  concerned 


about  Android  security,  an  issue  Sam¬ 
sung  is  tackling  through  its  SAFE  and 
Knox  programs.  “The  SAFE  devices 
[are]  for  more  casual  users,  someone 
who  is  checking  calendar,  contacts 
and  email.  Knox  is  going  to  be  for  your 
more  security-driven  enterprise,” 
such  as  companies  in  the  financial- 
services,  government  and  healthcare 
industries,  McNicol  says. 

“This  was  Samsung’s  first  time 
doing  it.  It  has  a  lack  of  experience 
[in  the  enterprise],  and  it’s  going  to 
take  time  to  gather  that  experience. 
So  the  question  is,  How  quickly  they 
can  improve?”  he  says. 

THE  SCORE 

After  the  long-delayed  and  under¬ 
whelming  rollout  of  Knox  1.0,  Sam¬ 
sung  still  has  to  prove  that  it  can 
release  high-quality  products  in  a 


Samsung 
Electronics  Co. 

Headquarters:  Seoul,  South  Korea 
Employees:  369,000 
2013  Revenue:  $213  billion 
CEO:Oh-HyunKwon 

What  They  Do:  Samsung  Electronics 
is  a  huge  conglomerate  that  includes 
the  Samsung  Mobile  business  unit 
which  offers  smartphones,  smart 
watches,  tablets  and  related  software 
in  a  vigorous  battle  with  Apple  for 
mobile  dominance. 


timely  manner,  McNicol  says.  If  it  can 
do  that,  enterprises  will  start  trusting 
the  company,  says  Steve  Chong,  man¬ 
ager  of  mobility  and  collaboration  at 
Union  Bank. 

Some  of  the  bank’s  employees  use 
Samsung  Galaxy  smartphones  in  a 
BYOD  program,  managed  with  soft¬ 
ware  from  Good  Technology,  a  mobile 
device  management  (MDM)  vendor. 

Samsung  says  Knox  is  being  rap¬ 
idly  adopted  at  a  rate  of  7,000  acti¬ 
vated  devices  per  day,  on  average. 

Forrester  Research  analyst  Hen¬ 
ning  Dransfeld,  in  a  blog  post,  gives 
Samsung  credit  “for  consolidating  the 
fragmented  Android  OS  landscape 
and  turning  it  into  a  secure  enter¬ 
prise  proposition.”  But  he  cautions 
that  Samsung’s  strategy  is  “based  on 
additional  monthly  license  fees  which 
cost  more  than  MDM,”  and  concludes 
that  “they  have  a  battle  on  their  hands 
to  calm  fears  about  vendor  lock-in.” 


Mikael  Ricknas  is  a  London-based  corre¬ 
spondent  for  IDG  News  Service. 


Pushing  Security 

Samsung  is  deploying  Knox,  its  secure  platform  for 
mobile  devices,  to  gain  favor  with  the  IT  departments 
that  run  BYOD  programs  by  mikael  ricknas 

THE  PITCH 

In  2011,  Samsung  Mobile  launched  a  program  called  Samsung  For  Enter¬ 
prise  (SAFE),  which  added  basic  security  to  mobile  devices  used  in  cor¬ 
porate  settings.  But  that  initial  effort  to  curry  favor  with  IT  departments 
didn't  go  far  enough  to  meet  enterprise  needs,  so  last  year  Samsung 
announced  the  Knox  program  to  build  in  more  advanced  security. 

Knox  1.0  included  a  security-enhanced  version  of  Android,  for  exam¬ 
ple,  and  created  an  isolated  "container"  that  separates  work  data  from 
personal  data.  In  February,  Samsung  announced  Knox  2.0,  which  gives 
IT  shops  cloud-based  purchasing  and  control  of  Samsung  services  and 
apps,  and  offers  a  Knox  Marketplace  of  150  business-class  apps. 

"We  have  taken  a  comprehensive  approach,  differentiating  our  offer¬ 
ings  and  making  sure  that  they  all  work  together  to  meet  the  needs  of 
our  customers,"  says  Nick  Rea,  vice  president  of  technical  solutions  at 
Samsung  Mobile's  Business  Innovations  Group. 
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CIOs  who  serve  on  external  boards  sharpen  their  business  skills, 
gain  new  perspective  and  even  pick  up  a  few  great  ideas 


::  BY  KIM  S.  NASH  :: 


Relativelpfew  CIOs  sit  on  external  corporate  boards. 
But  those  who  do  so  come  back  to  their  day  jobs  with  per¬ 
sonal  and  professional  insights  that  boost  their  careers— 
and  give  their  home  companies  a  competitive  edge. 


Elite  CIOs  who  serve  on  boards  wit¬ 
ness  situations  they  might  not  otherwise 
see,  never  mind  shape,  which  makes  those 
execs  more  valuable.  They  assess  acqui¬ 
sition  targets,  evaluate  successors  to  the 
CEO  or  help  take  a  company  private. 
Discussions  at  board  meetings  can  spark 
ideas  for  new  products  and  services  or 
provide  market  intelligence  about  compet¬ 
itors.  Because  directors  sit  above  the  man¬ 
agement  team,  CIOs  who  serve  on  boards 
may  participate  in  private  conversations 
with  external  auditors  that  even  the  CEO  is 


barred  from.  Every  meeting,  they’re  privy 
to  candid  accounts  of  successes  and  fail¬ 
ures  from  fellow  directors,  learning  what 
works  and  what  doesn’t  in  business  situ¬ 
ations  as  diverse  as  massive  cost-cutting 
projects  and  crisis  management. 

“Being  on  a  board  is  like  experienc¬ 
ing  best  practices  every  day,”  says  Linda 
Goodspeed,  who  sits  on  multiple  boards 
and  did  so  when  she  was  CIO  at  Service¬ 
Master,  Nissan  and  Lennox  International. 

Time  on  a  board  naturally  makes  a 
CIO  more  well-rounded.  But  it  also  builds 


skills  in  influencing  and  guiding,  because 
directors  should  be  wise  advisers.  They 
have  to  tamp  down  a  habit  of  hands-on 
management  and  instead  ask  sharp  ques¬ 
tions  and  relay  experiences.  Tyco,  Avnet 
and  other  companies  use  board  involve¬ 
ment  as  a  professional  development  tool. 
“I  want  to  develop  and  give  back,”  says 
Tyco  CIO  John  Repko.  “And  gain.” 

Some  companies,  however,  ban  top 
execs  from  joining  boards,  concerned 
they  will  be  distracted  from  their  main 
job.  After  all,  a  board  may  meet  12  or  15 
times  per  year,  and  each  meeting  requires 
preparation.  It’s  a  serious  commitment. 

But  this  type  of  prohibition  is  short¬ 
sighted,  Goodspeed  says.  Companies  with 
such  rules  limit  your  growth,  as  well  as 
their  own,  she  says.  “I  would  ask  myself. 
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Do  I  really  want  to  be  there?”  Goodspeed  typi¬ 
cally  made  it  a  condition  in  her  CIO  employ¬ 
ment  terms  that  she  could  do  board  work. 

Still,  a  CIO  interested  in  serving  must 
make  a  straight-up  business  case  to  her  CEO 
and  her  own  board,  which  must  approve  the 
move,  says  Mahvash  Yazdi,  president  of  Fea¬ 
sible  Management  Consulting.  They  want 
to  know  what  the  company  will  get  out  of 
your  extracurricular  activity,  Yazdi  says.  She 
went  through  the  exercise  when,  during  her 
long  tenure  as  CIO  of  Edison  International 
(which  ended  in  2012),  she  served  as  a  direc¬ 
tor  at  Apria  Healthcare  Group  from  2006  to 
2008.  “CEOs  usually  don’t  want  their  CIOs  to 
serve  on  outside  boards,”  she  says.  “You  have 
to  build  a  lot  of  credibility  for  a  CEO  to  agree.” 

Push  Your  Company  Ahead 

~m  "Toothing  impresses  a  CEO 

/  more  than  seeing  one  of  his 
/  /  leaders  improve  the  company’s 

/  competitive  position.  With 

JL.  w  board  experience,  a  CIO  can 
find  many  savvy  ways  to  do  that,  says  Chris 
Hjelm,  CIO  of  the  $98.4  billion  Kroger  grocery 
chain.  Hjelm  was  a  director  at  RehabCare,  a 
rehabilitation  services  company,  from  2007 
until  2011,  when  Kindred  Healthcare  bought 
it.  He  then  joined  Kindred’s  board. 

Hjelm  learned  “an  enormous  amount” 
about  how  the  healthcare  industry  works 
through  his  two  board  stints,  he  says,  which 
helps  Kroger  in  various  ways.  For  example, 
he  shares  information  about  healthcare  and 
regulatory  trends  when  Kroger’s  senior  exec¬ 
utives  discuss  what  insurance  and  wellness 
programs  to  offer  the  supermarket’s  375,000 
employees.  Also,  Kroger,  which  runs  more 
than  2,000  pharmacies  inside  its  2,640  super¬ 
markets,  as  well  as  some  walk-in  clinics,  may 
come  up  with  ways  to  piggyback  on  the  trend 
toward  treating  chronic-but-controllable  con¬ 
ditions  at  the  patient’s  home,  Hjelm  says. 

The  conversations  get  him  thinking  about 
new  lines  of  revenue,  he  says.  He  won’t  say 
exactly  what,  and  nothing  is  imminent.  But  as 
a  board  member,  “I  sit  in  a  different  world  and 


Your  First  l  ime 

Very  few  CIOs  get  a  seat  on  a  corporate  board  of 
directors.  If  the  opportunity  comes,  make  sure 
it's  a  good  cultural  fit. 

There's  no  one  right  way  to  find  your  first  board  seat.  Linda  Goodspeed, 
former  CIO  of  ServiceMaster,  Nissan  and  Lennox  International,  got  her  first 
directorship  through  a  recruiter.  So  did  Kroger  CIO  Chris  Hjelm.  Steve  Phillips, 
CIO  of  Avnet,  and  Mahvash  Yazdi,  former  CIO  of  Edison  International,  got  theirs 
through  networking.  Some  CIO  board  appointments  are  strategic  placements 
by  the  CIO's  own  company.  Wal-Mart  CIO  Karenann  Terrell,  for  example,  was 
appointed  to  the  board  of  Yihaodian,  an  online  grocery  store  in  China  of  which 
Wal-Mart  is  majority  owner. 

Although  boards  know  they  need  more  technology  expertise,  seats  for 
CIOs  are  scarce,  says  Peter  Gleason,  CFO  and  managing  director  of  the  National 
Association  for  Corporate  Directors.  Dual  forces  of  digital  disruption  and  embar¬ 
rassing  security  problems  are  forcing  boards  to  look  at  candidates  who  know 
how  to  profit  from  data  and  keep  IT  safe, 

But  boards  sometimes  hesitate  to  fill  a  seat  with  a  CIO.  There's  a  view  that 
many  CIOs  aren't  board  material,  says  John  Repko,  CIO  of  Tyco.  He's  looking  for 
a  board  seat  now,  interested  in  a  $2  billion  to  $3  billion  services  company,  That 
would  be  bigger  than  his  first  board,  but  not  too  big. 

One  technique  he  uses  to  avoid  being  branded  as  "an  IT  guy”  is  to  get  his  name 
out  through  public  speaking-but  carefully.  "I  never  speak  at  conferences  on  IT," 
he  says.  Security,  quality  and  talent  management  carry  more  cachet,  he  says. 

While  plenty  of  retired  CEOs  and  CFOs  fill  board  seats,  retired  CIOs  don't  have 
as  long  a  shelf-life,  Gleason  says.  They  lose  relevance  because  technology  moves 
too  quickly.  Plus,  some  boards  reason  that  if  they  need  technology  questions 
answered,  they  can  hire  a  consultant  to  come  in  and  advise  them  during  a 
meeting  or  two,  he  says,  rather  than  devote  a  precious  full-time  seat  to  a  CIO. 

Nonetheless,  some  CIOs  do  get  director  offers.  If  you  find  yourself  debating 
whether  to  take  a  board  position,  CIOs  who  have  been  there  have  some  advice. 

First,  review  all  of  the  company's  major  financial  documents,  such  as  annual 
and  quarterly  reports  filed  with  the  Securities  and  Exchange  Commission.  Should 
you  join  the  board,  these  documents  will  bear  your  signature  vouching  forthem. 
Then  read  the  company's  proxy  statement,  which  details  board  activities,  how 
directors  participate  and  what  they  are  paid.  You  may  also  want  to  talk  to  the 
company's  external  auditor  to  get  a  feel  for  how  the  board  conducts  itself  and 
manages  finances,  Goodspeed  says.  Also  read  through  any  pending  lawsuits. 
"You  want  to  know  you're  joining  a  credible  board,"  she  says. 

Yazdi  suggests  interviewing  existing  directors  to  assess  fit-culture,  style 
and  ethics.  Ask  directors  to  respond  to  different  scenarios,  she  advises.  "Find 
out:  Is  it  a  cutthroat  board?  A  very  disciplined  board?  One  that  values  diversity? 
Are  they  good  listeners?" 

Finally,  be  prepared  for  continuous  learning,  Goodspeed  says.  "Learn  all  you 
can  all  the  time  regarding  the  company  and  the  environment  they  live  in,"  she 
says.  "You  owe  it  to  the  company  and  shareholders."  -K.S.N. 


experience  that  world  and  it  turns  a  lightbulb 
on,”  he  says.  “There  may  be  a  connection  to  a 
strategy  in  a  business  that  could  grow,  a  ser¬ 
vice  we  don’t  provide  today.” 

Sitting  on  boards  in  industries  serving  your  customer  base 
provides  insight  into  your  customers’  needs,  says  Virginia 
Gambale,  managing  partner  at  Azimuth  Partners,  which 
advises  companies  on  tech-enabled  innovation  and  growth 
strategies.  She’s  also  a  board  leadership  fellow  at  the  National 


Association  for  Corporate  Directors  (NACD),  teaching  master 
classes  to  directors. 

Getting  close  to  customers  through  a  board  can  also  reveal 
how  they  handle  market  pressures,  which  might,  in  turn,  give 
you  ideas  for  products  or  services  that  your  competitors  don’t 
provide,  Gambale  says.  “You  can  learn  how  to  disintermediate.” 
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Banking  is  more  than  numbers  and  passwords.  It's  about  people.  Using 


Microsoft  Dynamics  CRM,  Office  365  and  Yammer,  employees  across 
divisions  and  branches  can  better  share  useful  insights.  So  they  can  tell 
which  customers  are  saving  for  college  and  which  are  about  to  retire. 
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learn  more  at  microsoftcloud.com 


This  cloud  sees  beyond  the  numbers.  This  is  the  Microsoft  Cloud 
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Part  of  what  Avnet  CIO  Steve 
Phillips  finds  useful  about  board 
discussions  is  the  50,000-foot 
strategic  view  of  topics  such  as 
mobility  and  risk  management. 


During  Repko’s  2011-2013  stint  on  the  board  of  BioClinica, 
a  clinical  trials  services  company,  he  gained  market  intelli¬ 
gence  about  the  drug  business  that  helped  him  as  then-CIO  of 
Covance,  which  is  also  in  the  clinical  trials  business. 

Although  they  didn’t  compete  head-on  all  the  time,  both 
Covance  and  BioClinica  kept  tabs  on  the  activities  of  pharma¬ 
ceutical  companies.  He  was  able  to  bring  some  information 
discussed  at  BioClinica  board  meetings  back  to  Covance,  such 
as  general  talk  about  what  a  drugmaker  like  AstraZeneca  was 
looking  for  in  upcoming  clinical  trials,  he  says.  “To  the  extent 
it  was  not  material  and  it  was  public  information,  I  could  use 
that  as  CIO  of  Covance.  It  was  very  helpful.” 

Directors  can  carefully  take  ideas  from  a  board  to  their 
employers  or  to  another  board,  Gambale  says,  so  long  as  the 
concepts  are  public  information.  The  key  is  to  uphold  confi¬ 
dentiality  agreements  signed  as  a  director. 

Once  a  project,  product,  service  or  plan  is  public,  of  course, 
anyone  can  discuss  it.  “You  can’t  give  away  the  secret  sauce 
about  how  it  gets  done,  but  you  can  talk  about  it,”  she  says.  But 
even  when  information  is  private,  she  says,  you  can  make  use 
of  it  by  asking  astute  questions  of  your  own  team  “in  a  way  that 
opens  up  their  thought  processes.” 

For  example,  she  might  ask,  “If  we  were  to  leapfrog  so-and- 
so,  what  would  leapfrogging  look  like?”  That  style  of  brain¬ 
storming  is  especially  effective  for  IT  groups,  says  Gambale, 


former  CIO  at  Bankers  Trust  and  Merrill  Lynch. 

Gambale  recalls  that  a  few  years  ago  JetBlue,  where  she  is  a 
director,  was  considering  how  to  provide  connectivity  to  employ¬ 
ees  and  customers.  Because  she  had  previously  served  on  a  board 
in  the  telecom  industry,  she  had  heard  of  a  new  technology: 
broadband  connectivity  via  satellite.  Without  naming  names, 
she  brought  that  idea  (which  was  public  information)  back  to  Jet¬ 
Blue.  “You  can  handle  it  professionally,  in  keeping  with  corporate 
governance  guidelines,  and  it’s  bilaterally  beneficial,”  she  says. 

JetBlue  last  year  launched  its  own  satellite  for  in-flight  Wi-Fi, 
claiming  its  system  is  eight  times  faster  than  those  of  other  com¬ 
mercial  airlines.  “Had  I  not  had  that  experience  in  the  telecom 
space,  I  would  not  have  been  able  to  help  guide  my  [JetBlue] 
team,”  she  says.  “This  changed  everything.” 

Steal  Good  Ideas 

irectors-as  purveyors  of  wisdom  who 

have  promised  to  act  in  the  best  interests  of  share¬ 
holders— are  expected  to  talk  honestly  about 
what  they’ve  seen  and  done  in  their  business  lives. 
Say  management  is  contemplating  investing 
heavily  in  services  from  one  IT  vendor  or  another.  Or  maybe 
the  company  is  figuring  out  how  to  respond  to  a  crisis,  such  as  a 
major  data  breach.  The  10  or  12  executives  in  the  boardroom  may 
have  their  own  war  stories  and  will  discuss  strategy  and  tactics, 
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“YOU  BRING  BACK  IDEAS  FOR  THE  CFO  OR  CEO 
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says  Peter  Gleason,  CFO  and  managing  director  of  NACD.  And 
that’s  warts  and  all,  he  says.  “You  won’t  see  sharing  like  that  at 
a  conference  or  in  social  circles.  But  in  a  boardroom,  you  will.” 

Part  of  what  Steve  Phillips,  CIO  of  $25.5  billion  technology 
distributor  Avnet,  finds  useful  about  board  discussions  is  the 
50,000-foot  view  of  topics  such  as  mobility  and  risk  manage¬ 
ment.  Phillips  is  chairman  of  the  board  of  Wick  Communica¬ 
tions,  a  $50  million  community  news  company  that  is  managing 
the  shift  from  print  to  online  products.  Seeing  how  vital  mobile 
systems  are  to  Wick  spurred  Phillips  to  step  up  Avnet’s  efforts 
to  provide  mobile  systems  and  mobile-enabled  content  to  its 
business  customers.  “It’d  been  on  my  mind  for  some  time,  but 
what  I  learned  at  Wick  helped  sharpen  it,”  he  says. 

Likewise,  the  board’s  holistic  view  of  risk  management  drove 
home  important  points.  “When  you  have  an  explicit  discussion 
as  a  board  about  things  that  could  go  wrong  and  [their]  poten¬ 
tial  impact  on  the  business,  you  think  strategically  indeed,”  he 
says.  Managing  risk  has  always  been  important  to  Avnet,  he 
says,  “but  my  board  experience  reinforces  that  sense  of  prior¬ 
ity.”  Avnet  has  recently  invested  more  in  disaster  recovery  and 
cyber  security  partly  as  a  result  of  his  board  experience,  he  says. 

You’re  more  likely  to  reap  business  benefits  if  the  company 
whose  board  you’re  on  mirrors  your  own  company  in  certain 
ways,  Yazdi  says.  For  example,  key  issues  for  a  utility  company 
like  Edison  are  supply  chain  and  logistics.  The  same  is  true  at 
Apria  Healthcare,  which  provides  home  respiratory  services. 
Also,  both  are  in  highly  regulated  industries.  Yazdi  had  notable 
experience  in  operations  and  regulatory  matters  as  Edison’s 
CIO,  but  she  gained  insights  into  how  a  company  in  a  very  dif¬ 
ferent  industry  handled  such  issues. 

Hjelm  says  Kindred  Healthcare  is  similar  to  Kroger  in  key 
ways:  Both  have  a  very  large  workforce  and  a  keen  interest  in 
improving  connections  with  consumers.  He  has  observed  how 
Kindred  has  managed  an  internal  cost-savings  project  while 
Kroger,  too,  is  running  a  similar  initiative.  He  took  away  some 
tips  on  how  to  structure  the  team  and  communicate  progress 
to  the  rest  of  the  company. 

Linda  Goodspeed  has  honed  a  system  for  sharing  ideas 
among  the  companies  she’s  involved  with.  She  is  a  director  at 
AutoZone,  Columbus  McKinnon  and  American  Electric  Power, 
boards  she  also  served  during  her  long  career  as  a  CIO.  For 
example,  American  Electric  is  a  prime  target  for  hacking  and 
terrorism  and,  as  a  result,  has  some  sophisticated  enterprise 
risk  management  practices  that  it’s  willing  to  share.  When 
Goodspeed  thought  AutoZone  or  Columbus  McKinnon  might 
find  the  practices  useful,  she  broached  the  topic  with  the  util¬ 
ity.  Then  she  sat  in  on  a  conference  call  while  managers  at  the 
companies  talked.  She  brokered  the  exchange  but  didn’t  lead  it. 


Other  times,  she  made  sure  to  get  written  permission  to  share 
information.  “Confidentiality  is  extremely  important.  I’m  very 
careful,”  she  says. 

CIO  as  MVP 

oard  experience  teaches  new  skills  and 
offers  opportunities  to  enhance  talents  a  CIO 
might  already  have  but  doesn’t  often  get  to  use  as 
technology  leader.  Goodspeed,  for  example,  kept 
her  finance  knowledge  fresh  because,  on  a  board, 
you  are  immersed  in  the  topic  every  meeting,  she  says.  “You  talk 
about  sales  and  growth  and  what  worked  and  what  happened.” 
That’s  frontline  experience  translatable  to  your  own  company. 
You  can  contribute  more  intelligently  and  share  more  unique 
information  than  you  might  have  otherwise.  “You  can  partici¬ 
pate  in  those  discussions  from  a  perspective  other  than  IT,”  she 
says.  “This  assisted  with  my  confidence.” 

It’s  the  same  for  Hjelm.  Board  experience  makes  him  more 
comfortable  as  a  business  executive,  he  says. 

For  Phillips,  being  on  the  board  of  a  much  smaller  company 
exposes  him  to  the  inner  workings  of  business  that  he  doesn’t 
see  in-depth  at  Avnet.  That  includes  cash  management  and 
sales-incentive  programs.  As  a  result,  he’s  a  stronger  part  of 
Avnet’s  eight-member  executive  board,  he  says.  He  got  a  big 
vote  of  confidence  last  year  from  Avnet  CEO  Rick  Hamada,  who 
put  Phillips  in  charge  of  the  company’s  global  operational  excel¬ 
lence  team.  The  group  runs  special  projects  to  improve  effi¬ 
ciency  at  the  company.  For  example,  the  team  recently  increased 
shipping  capacity  by  15  percent  at  one  warehouse  and  reduced 
worker  footsteps  at  another  site  by  3  million  steps  per  year.  “He 
can  see  I  can  take  on  broader  management,”  Phillips  says. 

Directors  get  a  broad  view  of  a  company,  more  expansive  than 
that  of  even  the  smartest  leader  of  a  functional  area,  Gleason  says, 
even  if  that  functional  area  that  touches  every  facet  of  a  company, 
as  IT  does.  As  a  CIO,  you  may  have  helped  a  business  unit  use 
technology  to  be  more  efficient,  but  you  probably  don’t  fully 
understand  the  competitive  problems  the  unit  faces,  he  says. 

As  much  as  Kroger  recognizes  the  benefits  of  its  senior  exec¬ 
utives  holding  board  seats,  the  company  limits  each  person  to 
one  directorship  at  a  public  company,  although  Kroger  execs 
can  serve  on  private  and  nonprofit  boards,  too. 

The  three  boards  Goodspeed  belongs  to  are  “an  insane 
amount  of  work,”  she  acknowledges.  When  she  was  CIO  at 
ServiceMaster,  the  company  asked  her  to  step  down  from  one, 
“which  was  fair,”  she  says.  As  it  happens,  other  changes  were 
happening  at  ServiceMaster  at  the  time,  so  she  decided  to  retire 
and  remain  on  all  three  boards. 

One  of  the  most  difficult  aspects  of  being  a  first-time  director 
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ON  SOME  OF  THE  BEST  PRACTICES  OUT  THERE.” 

-Mahvash  Yazdi,  former  CIO,  Edison  International 


is  pulling  out  of  management  mode  and  learning  how  to  ask 
questions  and  use  influence.  Yazdi,  the  management  consultant, 
remembers  the  transition  as  a  gradual  one  for  her,  recognizing 
the  boundary  between  management,  as  a  CIO,  and  governance, 
as  a  director.  Ultimately,  it  helped  her  avoid  micromanaging 
her  IT  staff,  she  says. 

It  isn’t  easy  to  make  that  change,  which  is  why  NACD  offers  a 
class  in  it.  As  a  director  you  must  provide  perspective,  Gleason 
says,  “but  you’re  not  making  the  decisions.” 

You’re  also  in  for  some  new  experiences.  Repko  learned  the 
nitty-gritty  of  taking  a  company  private  when  BioClinica  was 
sold  to  a  private  equity  firm  last  year  in  a  $123  million  deal.  He 
had  gotten  his  board  seat  because  Covance  owned  15  percent 
of  BioClinica  and  had  the  right  to  appoint  up  to  three  directors. 
Repko  was  recused  from  early  discussions  of  the  sale  because 


of  Covance’s  ownership  stake— it  would  have  been  a  conflict 
of  interest.  After  the  deal  was  approved  by  a  smaller  group  of 
BioClinica  directors,  however,  he  joined  weekly  discussions 
to  map  out  how  the  transaction  would  unfold.  “There  was  a 
shareholder  lawsuit  and  everything,”  he  says.  (The  suit  was 
dismissed.)  “Now  I  can  say  I  have  that  experience  behind  me.” 

Phillips,  meanwhile,  oversaw  the  hiring  of  a  CEO  when  Wick 
Communications’  top  executive  left.  While  on  the  Apria  board, 
Yazdi  went  through  the  due  diligence  process  of  an  acquisition. 
Apria’s  board  also  explored  different  ways  to  finance  a  major 
transaction.  “You  bring  back  ideas  for  the  CFO  or  CEO  on  some 
of  the  best  practices  out  there,”  she  says.  EH3 


Contact  Managing  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her 
on  Twitter:  @knash99. 
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NEW  RESOURCES,  A  NEW  LOOK,  AND  A  NEW  NAME  -  SIMPLY, 

inspire 

Formerly  The  Authentic  Leadership  Series,  the  new  Inspire  extends  our  leadership  and  talent  development  conversations  beyond 

monthly  articles  to  share  valuable  tips,  tools,  and  resources. 

From  interviews  with  industry  leaders,  to  informative  podcasts,  emerging  talent  development  best  practices,  and  more,  Inspire  is  the 

professional  toolkit  destination  for  today's  authentic  and  sustainable  leaders. 

TO  LEARN  MORE,  VISIT  WWW.GREATLEADERSINSPIRE.COM 
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Nationally  recognized  for  excellence  in  online  education. 


peer  advice  from  the  cio  executive  council 


SOUNDING  BOARD 


IT  Marketing  101 

Tech  execs  boost  IT  credibility  by  educating  their 
peers  about  the  business  value  they  deliver 

GENE  P.  BERRY,  ONEAMERICA  FINANCIAL  PARTNERS 

INTEGRATE  MARKETING  INTO  YOUR  DAYJOB 

As  technologists,  we  tend  not  to  be  very  adept  at  marketing— it  doesn’t  come  naturally, 
and  we  often  let  it  fall  by  the  wayside  because  IT  has  other  things  to  do.  But  it  is  very 
important;  IT  provides  a  lot  of  value  that’s  not  always  showcased  appropriately. 

Marketing  does  take  time  and  effort,  and  it  requires  deliberation  and  planning.  While 
it’s  hard  to  capture  everything  we  do,  given  the  size  of  the  organization,  we  are  collecting 
success  stories  and  packaging  them  in  a  way  that  helps  market  IT  internally.  I’ve  asked 
my  direct  reports  to  send  stories,  events  and  items  of  significance  to  me,  which  I  share 
internally  with  executive  management  as  appropriate. 

I’ve  also  started  a  quarterly  newsletter  with  an  editorial  team  composed  of  cross¬ 
functional  representatives  from  IT.  The  team  meets  regularly  to  discuss  content,  ►  ►  ► 
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ILLUSTRATION  BY  ANASTASIA  VASILAKIS 


For  deeper  network  security  and  control 


look  beyond  the  obvious. 


Dell™  SonicWALL™  next-gen  firewalls  provide  a  deeper  level  of  network 
security  and  application  control  without  affecting  performance. 

Not  all  next-generation  firewalls  are  the  same.  Dell  SonicWALL  firewall  appliances  scan  every 
byte  of  every  packet  while  maintaining  high  performance  and  low  latency.  And,  Dell  SonicWALL  network  security 
provides  high-performance  SSL  decryption  and  inspection,  an  intrusion  prevention  system  that  features  sophisticated 
anti-evasion  technology,  context-aware  application  control  and  network-based  malware  protection  that  leverages  the 
power  of  the  cloud.  Now  your  organization  can  stay  productive  while  blocking  sophisticated  new  threats. 


Go  deeper  at:  sonicwall.com/deep 


Copyright  2014  Dell  Inc.  All  rights  reserved.  Dell  SonicWALL  is  a  trademark  of  Dell  Inc.  and  all  other  Dell  SonicWALL  product  and  service  names  and  slogans  are  trademarks  of  Dell  Inc. 
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which  has  included  a  series  of  short  articles  about  what  is  going  on  in  IT,  a 
column  called  CIO  Corner  that  I  write,  and  technology  cartoons  that  lend 
a  touch  of  levity  to  the  publication. 

IT  has  suffered  from  a  lack  of  credibility,  and  I  plan  to  focus  more  on 
marketing  efforts  this  year  to  turn  this  perception  of  IT  around  by  increas¬ 
ing  awareness  of  how  much  value  we  provide  on  a  daily  basis. 

CHANDRA  DHANDAPANI,  CAPITAL  ONE 

INFLUENCE  THROUGH  AN  EVERYDAY  PRESENCE 

As  a  financial  services  company,  Capital  One  can’t  let  IT  be  an  add-on;  IT 
is  an  everyday  presence  throughout  our  business.  For  example,  we  use  an 
agile  methodology  for  software  development  in  which  cross-functional 
teams  work  together  on  projects,  and  team  members  share  space  so  that  the 
IT  staff  and  the  marketing  and  operations  partners  can  interact  constantly. 

This  is  an  important  aspect  of  influencing  the  business,  a  process  that 
starts  with  understanding  opportunities  and  pain  points  from  our  busi¬ 
ness  partners’  perspective  so  IT  can  bring  technology  to  bear  to  solve  those 
problems.  I  stress  to  my  team  that  communication  is  critical;  it’s  how  we 
build  our  brand. 

By  communicating  via  email  or  in  person  and  conveying  what  we  want 
to  say  quickly  and  frequently,  we  constantly  show  the  value  that  IT  brings. 
We’re  also  proponents  of  using  visual  management  centers  (whether  physi¬ 
cal  or  virtual)  to  display  performance  metrics.  These  are  placed  near  our 
marketing  and  operations  executives  so  they  can  see  how  their  teams  are 
performing  with  regard  to  campaigns  or  customer  service  goals,  along 
with  metrics  on  technology  projects  and  system  performance.  By  mak¬ 
ing  this  information  highly  visible,  we  stay  constantly  connected  with  our 
business  partners. 

MARK  CARBREY,  AGERO 

DESIGN  VISUALS  FOR  MAXIMUM  IMPACT 

The  most  important  aspects  of  marketing  IT  are  transparency  and  creating 
empathy  for  the  IT  organization.  Our  company  is  metrics-  and  goal-based, 
so  instead  of  just  providing  status  updates,  I  focus  on  providing  measure¬ 
ments  that  show  where  we  stack  up  against  our  target  metrics,  and  I  design 
and  distribute  information  about  what  IT  does  in  a  way  that  makes  it  easy 
to  understand.  Because  we  want  our  internal  staff  to  visually  understand 
our  message  immediately,  we  collect  a  lot  of  information  about  IT  projects 
and  distribute  it  as  a  single  chart  or  page. 

We  also  made  a  major  investment  in  a  project  and  portfolio  management 
(PPM)  system,  which  is  unusual  for  a  midsize  company.  The  PPM  system 
allows  us  to  clearly  convey  information  about  where  we  are  on  projects  and 
correct  what  is  wrong,  and  it  serves  as  a  single  source  of  the  truth. 

Two  years  ago,  we  created  a  quality  index  that  consists  of  20  key  quality 
parameters  that  roll  up  into  a  single  index.  Since  the  index  was  created,  our 
quality  score  has  increased  every  month. 

The  idea  is  to  communicate  basic  information  in  a  way  that  allows  people 
to  readily  understand  it— and  rally  around  it— and  that  enables  IT  to  be 
visible  and  transparent. 


Note 


The  Business  Strategist  CIO 


download  The  percentage  of  CIOs 
who  act  primarily  as  business  strategists 
is  rising,  according  to  CIO  magazine's 
"State  of  the  CIO  2014"  survey,  and  many 
of  these  leaders  are  focused  on  aligning 
IT  solutions  with  business  go-to-market 
strategies.  But  can  these  business-sawy 
CIOs  also  assume  the  role  of  "digital  path¬ 
finder"  as  they  guide  their  C-level  peers 
toward  technology-driven  business 
solutions?  The  CIO  Executive  Council 
provides  a  summary  of  key  points  from 
the  study  and  puts  its  own  spin  on  the 
results.  council.cio.com/strategistCIO 


Charting  Your  Digital  Future 


engage  "Digital  pathfinders" are 
executives  who  break  down  functional 
silos  and  guide  the  C-suite  as  it  shapes 
a  digital  business  strategy,  which  often 
includes  social,  mobile,  analytics  and 
cloud  technologies.  While  the  role  is  a 
natural  one  for  the  CIO,  many  CEOs  are 
instead  giving  the  job  to  chief  marketing 
officers  and  chief  product  officers.  Elow 
can  CIOs  position  themselves  as  digital 
leaders  and  balance  this  role  with  their 
old  operational  responsibilities?  Join  Mar¬ 
tha  Heller,  author  of  The  CIO  Paradox: 
Battling  the  Contradictions  of  IT  Leader¬ 
ship,  as  she  moderates  a  lively  discussion 
among  a  panel  of  CIOs  who  are  moving 
sguarely  into  the  digital  pathfinder 
role,  council.cio.com/digitalpath 


CIO  Frustrations 


prepare  CIOs  are  frustrated  by  the 
C-suite's  lack  of  vision  and  communica¬ 
tion  about  its  digital  strategy.  And  no 
wonder:  Less  than  20  percent  of  busi¬ 
ness  leaders  are  currently  realizing 
the  full  innovative  potential  of  digital 
technologies.  The  CIO  Executive  Council's 
recent  data  shows  that  C-suite  members 
are  keeping  each  other  informed  but  are 
not  consulting  one  another  in  advance 
about  their  digital  business  decisions. 
Insights  from  the  Council's  new  Digital 
C-Suite  Leadership  Model  will  help  you 
prepare  for  big  executive  meetings 
and  learn  how  to  drive  digital  strat¬ 
egy.  council.cio.com/dsuite 
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ADVERTORIAL 


Mathew  Lodge 

VICE  PRESIDENT,  VMWARE 
CLOUD  SERVICES  GROUP 

Mathew  has  20  years  diverse 
experience  in  cloud  computing 
and  product  leadership. 


Michael  Guggemos 

CHIEF  INFORMATION  OFFICER, 
INSIGHT  ENTERPRISES 

Michael  brings  over  19  years 
of  global  high  tech  experi¬ 
ence  spanning  manufacturing, 
human  resources,  engineer¬ 
ing,  strategic  ventures,  and 
information  technology 


FOR  MORE  INFORMATION: 

please  visit  www.vmware.com 
and  www.insight.com 


vmware* 

Insight. 
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Hybrid  cloud  and  automation 

VMware  and  Insight  team  up  to  free  up 
IT  from  operational  tasks 


What  are  the  greatest  challenges  facing 
customers  today? 

MG:  Many  customers  struggle  deciphering 
what’s  important.  Ten  years  ago,  FT  was  all 
about  what  hardware  it  had  in  its  data  cen¬ 
ter.  Today  it’s  about  how  you  handle  data, 
where  it’s  located,  and  how  it  applies  to 
your  business.  It’s  about  determining  what 
tools  to  use— whether  they're  cloud-based, 
on-premises,  or  hosted— what  data  ought  to 
be  associated  with  each  of  those  tools,  and 
how  to  handle,  process,  and  leverage  that 
data  to  provide  a  competitive  edge. 

What  role  does  cloud  automation  play  in 
overcoming  concerns  about  increased 
complexity  in  a  hybrid  environment? 

ML:  Automation  is  essential  to  organiza¬ 
tions  seeking  the  agility  benefits  of  cloud. 
In  the  past,  automation  has  been  viewed 
as  a  way  to  save  money,  but  no  IT  organiza¬ 
tion  is  going  to  save  their  way  to  greatness. 
Rather,  agility  enables  IT’s  role  to  shift  to 
one  that  provides  incremental  value  to  the 
business. 

MG:As  IT  automates  manual  processes,  it 
gains  back  time  spent  on  operational  tasks, 
which  it  can  then  allocate  towards  more 
strategic  endeavors.  In  other  words,  auto¬ 
mation  allows  IT  to  shift  resources  away 
from  managing  minute  level  processes 
and  towards  initiatives  that  produce  better 
business  outcomes. 

How  would  VMware  and  Insight 
describe  the  customer  driven  and 
partner  led  philosophy? 

ML:  Organizations  don’t  just  need  the 
infrastructure  that  comes  with  hybrid 
cloud  service;  they’re  looking  for  someone 
to  help  them  solve  IT  problems.  That’s  the 
critical  difference  between  overall  cloud 
service  and  the  do-it-yourself  approach  to 
cloud.  It’s  about  helping  customers  apply 
the  right  technology,  make  the  right  deci¬ 


sions,  get  up  to  speed  more  quickly,  and 
ultimately  achieve  greater  success. 

MG:  Identifying  common  trends  amongst 
clients  and  determining  what  they’re 
experiencing,  how  they’re  experiencing  it, 
and  what  steps  can  be  taken  to  improve  op¬ 
erational  efficiency  is  something  at  which 
Insight  is  quite  strong.  We're  constantly 
adapting  our  operations  and  talent  base 
off  of  what  our  clients  are  striving  to  do  and 
the  changes  they’re  implementing  within 
their  organizations. 

What  are  VMware  and  Insight  doing 
uniquely  together  to  help  add  value 
for  their  customers? 

MG:  Between  Insight  and  VMware  we 
have  global  exposure.  Insight  has  the 
services  side;  VMware  the  technological 
provisioning.  Together,  we  provide  end-to- 
end  infrastructure,  service,  and  solutions 
customers  need,  as  well  as  the  capabilities 
and  vision  to  roadmap  and  deliver  a  soft¬ 
ware  defined  data  center. 

ML:  As  a  global  partner,  Insight  helps 
drive  consistency,  particularly  across  our 
multinational  customer  base.  In  addition, 
Insight’s  history  and  knowledge  of  the 
customer  market  and  available  solutions 
better  enables  us  to  help  clients  apply  and 
deploy  the  cloud  services  best  suited  for 
their  organizations. 

MG:  VMware  has  a  solution  set  that’s 
proven  and  dominant,  from  the  handset 
all  the  way  down  through  the  core  of 
the  data  center.  Customers  can  go  to  one 
company  and  get  a  coherent  roadmap 
of  activities  four  years  out  that’s  relevant 
to  their  needs.  Moreover,  its  end-to-end 
portfolio  focuses  on  integrating  client 
experience— how  customers  interact  with 
the  applications  and  data— rather  than  on 
the  infrastructure.  ■ 


Custom  Solutions  Group 


connect 


LEADINGEDGE 


Smoother  Sailing 


At  Royal  Caribbean,  IT  is  aimed  at  improving  the  guest  experience  on  the  high  seas 

BY  BILL  MARTIN 
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No  one  books  a  cruise  because  they  have  to.  So  while  airlines  and  hotels 

sell  to  both  business  travelers  and  vacationers,  we  focus  intensely  on  the  vacation 
experience.  That  means  making  sure  the  technology  on  our  ships  stays  relevant. 


Consumers  today  don’t  want  to  be  disconnected,  even  at 
sea.  They  want  to  see  their  home  security  camera  or  keep 
up  with  friends  on  social  media.  Guests  now  want  to  travel 
and  bring  their  own  content  to  the  resort  environment, 
whether  that’s  on  their  phone,  tablet  or  laptop.  That’s  how 
the  next  generation  gets  their  entertainment.  We  offer  state- 
of-the-art  Internet  connectivity— we’re  second  only  to  the 
U.S.  Navy  in  terms  of  capacity.  But  we’ve  also  dramatically  I 
improved  it  through  low-latency, 
high-bandwidth  satellite  connec¬ 
tivity  that  increases  capacity  sev¬ 
eral  hundredfold  and  offers  fast, 
fiber-like  speeds.  Now  our  guests 
wouldn’t  think  twice  about  shar¬ 
ing  their  vacation  experience 
with  friends  and  family,  even 
Skyping,  in  real  time. 

This  is  a  huge  change  that 
makes  us  even  more  compelling 
in  the  resort  vacation  market. 

When  one  of  our  guys  got  to  meet 
Michael  Dell,  for  instance,  he  said 
he’d  never  been  on  a  cruise— he 
just  couldn’t  be  that  far  away 
from  the  office  for  that  long.  With 
our  new  technology,  this  isn’t  an 
issue  any  more. 

We’re  also  improving  the  guest  experience  on  the  opera¬ 
tions  side.  We’ve  streamlined  emergency  drills  through 
electronic  mustering,  and  we’ve  prevented  any  lines  at  our 
onboard  restaurants  by  using  digital  signage.  Guests  can 
view  restaurant  occupancy  and  select  locations  that  aren’t 
full.  Using  facial  recognition  software,  we’ve  made  it  easier 
for  guests  to  find  and  purchase  photos  of  themselves  taken 
by  the  cruise  photographer.  It’s  reduced  the  time  spent  in 
the  photo  gallery  by  80  percent  and  increased  purchasing. 


When  I  came  to  IT  from  the  business  side  seven  years 
ago,  there  was  a  disconnect  between  the  business  and  IT.  I 
was  teamed  up  with  the  CTO  and  the  head  of  strategy,  form¬ 
ing  a  three-legged  stool  of  IT  leadership.  It  has  required 
changes  in  our  IT  organization,  and  we’ve  invested  heavily 
in  a  business  change-management  program. 

We  built  a  transformation  road  map  and  are  entering 
year  three  of  a  five-year  technology  modernization  effort 

that  spans  our  reservation  sys¬ 
tem,  data  center  and  IT  archi¬ 
tecture.  We  need  to  be  faster  to 
market  and  reduce  the  cost  of 
enabling  new  functions  that  the 
business  asks  for,  so  we’re  mov¬ 
ing  to  an  enterprise  services 
bus— what  I  call  the  “integration 
hub”— that  dramatically  reduces 
the  amount  of  coding  we  have 
to  do.  We’ve  also  replaced  the 
pricing  engine  connected  to 
our  reservation  system  with  a 
business-rules  engine.  Instead 
of  database-driven  pricing,  our 
marketing  teams  can  now  cre¬ 
ate  targeted  offers,  and  it’s  all 
handled  logically  inside  the  rules 
engine.  Customers  will  be  able  to  enter  codes  to  unlock  a 
wide  variety  of  promotions,  such  as  a  discount  on  a  pur¬ 
chase  or  a  credit  they  can  redeem  on  board  the  ship. 

I  like  technology— if  someone  has  a  new  mousetrap. 
I’m  more  than  willing  to  try  it.  I  was  asked  recently  about 
injecting  business  value  into  all  the  things  IT  does.  For  me 
the  answer  seemed  obvious:  That’s  the  only  way  I’ve  ever 
thought  about  it. 


Bill  Martin  is  vice  president  and  CIO  at  Royal  Caribbean  Cruises. 
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Tech  Takes  a  Road  Trip 

Jeff  Owens,  CTO  at  Delphi,  works  with  IT  and  engineers  to  deliver 
a  digital  lifestyle  to  the  automobile  by  martha  heller 


Ask  10  people  to  define  "CTO" 
and  you'll  get  20  definitions. 
What  does  "CTO"  mean  at  Delphi? 

I  am  responsible  for  the  continued 
development  of  over  19,000  global 
engineers  and  IT  professionals. 
Tim  McCabe,  our  CIO,  is  part  of  my 
group,  which  ensures  that  our  IT 
strategies  have  the  best  alignment 
with  our  engineering  activity. 


on  its  health,  and  use  geofencing  to 
manage  mileage.  Delphi  Connect  is  a 
great  example  of  how  IT  allows  us  to 
deliver  an  aftermarket  product. 

Many  companies  are  still  trying 
to  figure  out  where  IT  stops  and 
engineering  begins.  What  are 
the  keys  to  achieving  this  level 
of  productive  convergence? 


What  is  one  game-changing 
technology  innovation  that 
Delphi  has  made  a  reality  in  the 
past  12  months? 

Delphi  has  been  a  leader  in  gasoline 
direct  injection  (GDI),  which  is  a 
major  lever  for  lower  emissions  and 
better  fuel  economy.  Because  GDI 
operates  at  high  pressure,  you  end 
up  with  injectors  that  make  a  loud 
clicking  sound.  Our  software  algo¬ 
rithms  help  to  solve  that  problem  by 
providing  the  quietest  operation  in 
the  industry. 

How  do  you  create  a  culture 
that  encourages  innovation? 

Our  philosophy  is  that  if  you  never 
fail,  you’re  not  stretching  far  enough. 
We  have  an  Innovation  Hall  of  Fame 
black-tie  event,  which  is  a  wonderful 
opportunity  to  celebrate  the  best  of 
our  intellectual  property  creators. 


IT  is  showing  up  in 
cars  as  we  deliver 
a  digital  lifestyle  to 
consumers  in  their  car. 


You're  Delphi's  first  CTO.  Why 
now? 

We’re  finding  that  some  of  what  you 
might  call  “traditional  IT”  is  showing 
up  in  cars  as  we  deliver  a  digital  life¬ 
style  to  consumers  in  their  car  that’s 
just  like  what  they  have  in  their  office 
and  home. 

Earlier  this  year,  we  announced 
Delphi  Connect,  a  telematics  module 
that  consumers  can  plug  into  any 
car  that  has  been  manufactured  in 
the  U.S.  in  the  past  16  years.  Delphi 
Connect  uses  the  OBD-II  connector, 
which  every  newer  car  has  under 
its  dashboard.  With  a  telematics 
module,  we  can  establish  a  car-to- 
cloud  connection.  This  means  you 
can  use  your  smartphone  to  track 
your  car’s  location,  get  information 


Our  IT  and  engineering  people  spend 
a  lot  of  time  together.  Our  CIO  has  his 
organization  thinking  about  product 
needs  and  how  to  leverage  conver¬ 
gence.  He  has  a  group  working  on  IT 
tools  to  enhance  engineering  produc¬ 
tivity,  and  he  has  a  different  group 
dealing  with  the  connected  worker, 
which  is  critical  to  global  communi¬ 
cation  and  collaboration.  Not  only 
are  connected  workers  more  inno¬ 
vative,  but  our  goal  is  to  connect  the 
consumer  to  the  car,  so  there  is  a  lot 
of  relevance  there.  The  challenge 
of  creating  a  connected  automotive 
space— providing  a  digital  lifestyle  in 
the  cockpit  of  the  car— is  very  similar 
to  the  challenge  of  using  IT  to  con¬ 
nect  our  engineers  worldwide.  We 
use  the  same  tools  and  processes. 


What  in  the  world  of  technology 
is  personally  exciting  to  you? 

Over  the  next  10  to  15  years,  we’ll 
have  a  much  larger  number  of  cars 
globally,  but  with  enough  innovation 
in  the  automotive  space,  we  can  cut 
emissions  and  accidents  in  half,  dou¬ 
ble  fuel  economy  and  provide  1,000 
times  more  computational  capability 
in  the  vehicle.  Much  of  this  will  show 
up  in  ubiquitous  connectivity  for  the 
consumer  without  being  a  distrac¬ 
tion.  It  will  be  very  exciting  to  see  all 
this  come  to  pass. 


Martha  Heller  is  president  of  the  execu¬ 
tive  recruiting  firm  Heller  Search  Associ¬ 
ates  and  author  of  The  CIO  Paradox. 
Follow  heron  Twitter:  @marthaheller. 
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The  fastest  way  to  turn 
data  into  decisions. 


Some  dashboard  solutions  can  be  a  huge  drain  on  your  IT  team.  Dashboards 
is  different.  There's  no  complicated  installation  processes.  No  integration 
nightmares.  No  need  for  a  team  of  data  analysts.  Just  easy-to-use  tools 
that  allow  anyone  -  from  human  resources  to  the  c-suite  -  to  build  intuitive, 
custom  dashboards  that  turn  mountains  of  data  into  better  decisions  at 
blazing  speeds. 


Dashboards 

Powerful  Insights 

Check  out  a  demo  or  start  your  free  trial  at  iDashboards.com 
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Know  When  to  Fold  'Em 


Many  apartment-dwellers  keep  an  old-school  jar  of  coins  handy  for  laundry,  but  soon  they  might  swipe, 
click  and  text  their  way  through  the  drudgery  of  laundry  day.  Wash  Multifamily  Laundry  Systems,  which 
manages  83,127  laundry  facilities  in  apartment  buildings,  dorms,  motels  and  other  shared  spaces,  wants  to 
make  laundry  a  coinless,  nuisance-free  experience.  Nearly  half  of  its  facilities  offer  cashless  laundry,  where 
customers  pay  by  debit  or  credit  card.  Customers  at  most  facilities  can  also  receive  text  messages  when  a  load 
is  done  or  if  all  machines  are  occupied.  If  a  washer  stops  working,  the  Fixlaundry  app  lets  users  report  the 
problem  so  Wash  can  send  a  repair  truck.  CIO  John  Buccola  says  the  app  has  reduced  machine  downtime. 
Next  up:  analytics  to  improve  machine  performance  and  optimize  pricing.  “It’s  all  about  convenience,”  he 
says.  “Laundry  is  enough  of  a  hassle.”  —Lauren  Brousell 
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Maximize  uptime.  Gain  control. 

The  new  IBM  System  x3650  M4  HD  Express  storage  server. 

Unplanned  downtime  can  lead  to  unmanageable  consequences  for  your  business.  Take 
control  of  your  IT  by  implementing  a  cloud  environment  with  the  reliable  new  IBM®  System 
x3650  M4  HD  Express®  storage  server.  Powered  by  the  latest  Intel®  Xeon®  processor,  the 
high  density  x3650  M4  HD  can  allocate  data  among  up  to  26  internal  drives  for  fast  access 
to  data  for  analytics.  It  includes  extensive  Predictive  Failure  Analysis  to  help  you  identify  issues 
even  before  they  occur,  and  it  features  light  path  diagnostics,  hot-swap  capabilities  and  a 
tool-less  design  to  maximize  uptime.  And  with  the  expertise  of  IBM  Business  Partners,  you 
get  an  IT  infrastructure  that  aims  to  be  always-on  for  your  business-critical  workloads. 

Rated  No.  1  in  reliability  and  uptime  by  ITIC  for  the  fifth  year  in  a  row.* 1 


IBM  System  x3650  M4  HD  Express 

$4,209 

OR  $104/MONTH  FOR  36  MONTHS2 

IBM  System  x3550  M4  Express 

$1,815 

iBIBnnH  QR  $45/MONTH  FOR  36  MONTHS2 
PN:  7914-EGU 

Exceptional  reliability  and  uptime  for  business-critical  applications  and  cloud 

Performance,  flexibility,  density  and  cost— perfectly  balanced 
Easy  to  deploy,  integrate,  service  and  manage 


Learn  more  about  the 
proposed  acquisition  of 
IBM  x86  systems  by  Lenovo  at 
ibm.com/lenovo-acquisition 


PN:  5460-EAU 

Optimal  balance  of  performance,  uptime  and  dense  storage _ 

Excellent  reliability,  availability  and  serviceability  (RAS)  for  improved  business 
environment 

Ideal  for  big  data  applcations,  cbud  computing  deployments,  data  management 
and  business-critical  workloads 

IBM  Storwize®  V3700 

$8,799 

OR  $215/MONTH  FOR  36  MONTHS2 
PN:  2072-S2C 

2U  form  factor  capable  of  24  x  2.5“  drives  (up  to  120  drives  with  expansion  units) 
Virtualization  of  internal  storage  and  thin  provisioning  for  improved  storage  utilization 
Intuitive  user  interface  based  on  the  breakthrough  Storwize  family  user  interface 

Read  the  TBR  report. 

Learn  why  IBM  is  rated  no.  1 
in  overall  customer  satisfaction. 

Visit:  ibm.com/systems/reliable 

Contact  the  IBM  Concierge  to  help  you 
connect  to  the  right  IBM  Business  Partner. 

1  866-872-3902  (mention  102PF20A) 


'For  ITIC  2013  Global  Server  Hardware,  Server  OS  Reliability  Report,  Feb.  2013,  visit  http://itic-corp.com/blog/2013/02/ibm-dell-fujitsu-stratus-get-highest-marks-in-itic-reliability-survey 

-Global  Financing  offerings  are  provided  through  IBM  Credit  LLC  in  the  United  States  and  other  IBM  subsidiaries  and  divisions  worldwide  to  qualified  commercial  and  government  customers 
Monthly  lease  payments  provided  are  for  planning  purposes  only  and  may  vary  based  on  your  credit  and  other  factors.  Lease  offer  provided  is  based  on  an  FMV  lease  of  36  monthly  payments. 
Other  restrictions  may  apply.  Rates  and  offerings  are  subject  to  change,  extension  or  withdrawal  without  notice  and  may  not  be  available  in  all  countries. 

IBM  hardware  products  are  manufactured  from  new  parts  or  new  and  serviceable  used  parts.  Regardless,  our  warranty  terms  apply.  For  a  copy  of  applicable  product  warranties,  visit 
http://www.ibm.com/servers/support/machine_warranties.  IBM  makes  no  representation  or  warranty  regarding  third-party  products  or  services.  IBM,  the  IBM  logo,  System  x,  Express 
and  Storwize  are  registered  trademarks  of  International  Business  Machines  Corporation  registered  in  many  jurisdictions  worldwide.  Other  product  and  service  names  might  be  trademarks 
of  IBM  or  other  companies.  For  a  current  list  of  IBM  trademarks,  see  www.ibm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are  trademarks  or  registered  trademarks 
of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  All  prices  and  savings  estimates  are  subject  to  change  without  notice,  may  vary  according  to  configuration,  are  based  upon  IBM's 
estimated  retail  selling  prices  as  of  03/18/2014  and  may  not  include  storage,  hard  drive,  operating  system  or  other  features.  Reseller  prices  and  savings  to  end  users  may  vary.  Products 
are  subject  to  availability.  This  document  was  developed  for  offerings  in  the  United  States.  IBM  may  not  offer  the  products,  features,  or  services  discussed  in  this  document  in  other 
countries.  Contact  your  IBM  representative  or  IBM  Business  Partner  for  the  most  current  pricing  in  your  geographic  area.  ©2014  IBM  Corporation.  All  rights  reserved. 


The  NFL  runs  on  NetApp, 
the  world’s  #1  storage  OS? 

Yep,  NetApp, 

netapp.com/nfl 

#NetAppNFL 


The  Official  Data  Storage  Provider  of  the  NFL 


NetApp 


€>  2014  NetApp.  All  rights  reserved.  Specifications  are  subject  to  change  without  notice.  NetApp,  the  NetApp  logo  and  Data  ONTAP  are  trademarks  or  registered  trademarks  of  NetApp.  Inc.,  in  the  United  States  and/or  other  countries.  All  oi 
brands  or  products  are  trademarks  or  registered  trademarks  of  their  respective  holders  and  should  be  treated  as  such.  Source:  NetApp  internal  estimates,  December  2013:  VNX.  VNXe,  Celerra  NS  can  run  any  of  Flare  and  Dart  Operating  Syste 
Contribution  of  these  products  to  the  OS  share  has  been  estimated  based  on  the  proportion  of  NAS  and  SAN  installations  in  these  products  (NAS  -  Dart:  SAN  -  Flare). 


